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ABSTRACT

The Role of Information Quality and Market Turbulence on CVB’s Internet-based
Marketing Information Use

by
Seon Jeong Lee
Dr. Curtis Love, Examination Committee Chair
Professor of Hotel Administration
University o f Nevada, Las Vegas
Information is an essential component of Convention and Visitors Bureaus
(CVB's) in the United States. While most bureaus provide destination-related
information to prospective visitors, marketing directors collect data for research and
analysis. During the information gathering process, marketing directors must select
relevant and credible data for successful decision making. Ultimately, this information
has an influence on a bureau's mission and strategic goals. Generally, there is a
correlation between the quality of information and good decision making.
The objective of this research is to examine the relationship of market turbulence,
information quality, and how CVB’s in the U.S. utilize Internet-based marketing
information. This study builds on the Low and Mohr (2001) study as a theoretical
framework. Their study determined factors related to the use of marketing information to
evaluate marketing communication productivity in the general business industry.

Ill
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On-line surveys were conducted for this study. The findings of this study show
that the use o f Internet-based information is positively associated with the quality of
Internet-based information, technological change, and visitors change However, the Low
and Mohr (2001) study, a theoretical foundation of this study, showed that only
technological change was significantly related to the use of marketing information for
marketing communication productivity in terms of market turbulence.
This study can be vital for marketing researchers in U.S. CVB to help find the
importance o f market turbulence and the quality of information influencing the use of
Internet-based marketing information for emerging market research.
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CHAPTER 1

INTRODUCTION
Purpose of the Study
Convention and Visitors Bureaus (CVB) are essential organizations in the
tourism industry. The first CVB was built in Detroit in 1896 (Gartrell, 1994). Since then
CVBs have become one of the most important components within the United States
tourism industry (Fesenmaier, Pena, & O’Leary, 1992). A CVB’s primary responsibility
is focused on marketing activities to attract and engage tourists, conventions, or
tradeshows. CVBs also advertise their cities as tourist destinations in hoping to attract
more visitors. Marketing researchers search for information in trade associations,
government agencies, search engines, or academic journals via the Internet. By searching
for information through the Internet, CVBs can provide destination related information
such as attractions, transportation, and hotels that focus on their specific target market.
Functioning as a destination marketing organization, a CVB encounters many
external environmental challenges within the tourism industry and from broader social,
environmental, and economic perspectives (Gretzel, Fesenmaier, Formica, & O’Leary,
2006). For example, the introduction of the Internet or a natural disaster sueh as
Hurricane Katrina has affected CVBs when promoting their destinations to potential
visitors. Therefore, it is important for CVBs to consider the uncertain and dynamic
external environment when gathering information for emerging market research.
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The Internet plays an important role in the tourism industry, so in recent years,
CVBs have turned to using the Internet for marketing research. The volume of
information on the Internet has grown exponentially, so selecting the most appropriate
data for destination marketing research has become paramount (Wober, 2003). The
quality of Internet-based information should be assessed when this gathered information
is used for a CVB’s decision making. Many researchers attempt to measure information
quality in order to meet the needs of business organizations (Ballou & Pazer, 1985; Wang
& Strong, 1996; Strong, Lee, & Wang, 1997; Strong, 1997). When a business
organization determines its strategic goals or decisions, they are based on the results of
their market research and analysis (Curry, 1993). The practice of selecting appropriate
marketing information can enhance promotional strategies that ultimately increase the
organization’s profits (Low & Mohr, 2001).
In reviewing the literature, little research has been done on the relationship of
external environmental factors such as customer and technological change. Internet-based
information quality, and information use in U.S. CVB’s. It is essential to evaluate the
validity, reliability, and relevance of Internet information. This study intends to examine
how market turbulence and information quality affect the use of Internet-based marketing
information used by professional marketing researchers in U.S. CVBs in order to improve
their bureau’s organizational goals and decision outcomes.

Research Questions
Although the Internet can provide volumes of easily accessible information to
marketing researchers, much o f that data can be unreliable and outdated or lack research
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credibility. Internet-based marketing information must be relevant to an organizational
objective and researchers should consider market turbulence due to the volatility of the
tourism industry. Internet-based information must also be assessed to make certain that
only accurate and relevant information is used in a bureau’s decision making process.
This study will address the following research questions:
1. Is there a relationship between the information quality and the use of Internet-based
information for emerging market research by CVBs in the US?
2. Is there a relationship between technological change and the use of Internet-based
information for emerging market research by CVBs in the US?
3. Is there a relationship between customer change and the use of Internet-based
information for emerging market research by CVBs in the US?

Significance of the Study
The Internet allows marketing researchers to obtain information from a variety of
sources with ease, but not all information found on the Internet is useful or relevant to
research objectives. Information used in marketing decisions should be assessed to assist
in decision making. As shown in Figure 1, information is an input in the Systems Model
along with others including money, equipment, technology, and personnel (Cohn, 2006).
Information can influence marketing decisions, and much of the success of these
decisions depends on the quality o f the inform ation.

Information is used in every aspect of a bureau’s activities (Gatrell, 1994).
When creating positive destination images, CVBs confront numerous marketing
challenges such as intensified competition among destinations (Lee & Back, 2005).
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Consequently, each CVB attempts to create positive images for visitors by using the
relevant information. Therefore, it is important to assess the relationship of information
quality, market turbulence, and the CVBs use of Internet-based marketing information
that contributes to a bureau’s decision making.

Marketing
Research

Inputs
(Information)

Processing
Information

Feedback

Outputs
(Marketing Decisions)

Results

Figurel. Systems Model for Making Decisions adopted from Cohn (2006).

This study may provide value to CVBs activities. This study will:
1. discover the relationship between information quality and Internet-based marketing
information use for emerging market research in U.S. CVBs.
2. examine how market turbulence, such as customer and technological change, affects
the Internet-based information use for the emerging market research.
3. be modified for any further information use research regarding U.S. CVBs.
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Definition of Terms
1. Convention and Visitors Bureaus (CVB) - Convention and Visitors Bureaus provide
destination-related information to visitors in order to attract more people and events to a
particular area. CVBs are not-for-profit organizations (DMAI, 2006). Each CVB
enables its community to develop an attractive destination through a travel and tourism
strategy.
2. Destination Marketing Association International (DMAI) - Destination Marketing
Association International is the association of Convention and Visitors Bureaus. The
DMAI has more than 1,300 members in more than 600 destination management
organizations in approximately 25 countries (DMAI, 2006). Its mission is to enhance the
image and effectiveness of destination management organizations worldwide. DMAI
provides educational seminars and resources not only to its members, but also to the
public.
3. Information Quality - “Information quality refers to the extent to which available
information meets information requirements of its users” (Lillrank, 2003, p.699).
4. Marketing research - Marketing research refers to gathering information for an
organization’s strategic goals. Its purpose is to justify the marketing decisions of an
organization (Kotler, 1980).
5. Marketing Information System (MKIS) - “The Marketing Information System is a
combination of people, equipment, and procedures organized for the purpose of
supporting the decision-making efforts of marketers” (Reich, 1997, p.57). The purpose
of the MKIS is supporting the decision making process by providing relevant marketing
information (Reich, 1997).
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6. Market turbulence - “The rate of ehange and degree of volatility in an industry” (Low
& Mohr, 2001, p. 74).
7. Technological turbulence - Technological turbulence refers to changes in technology
over time within the industry and its effects on the industry (Low & Mohr, 2001).
8. Customer turbulence - “Customer turbulence refers to the degree in which customer
preferences change over time that result in new target segments emerging from those
previously unknown” (Low & Mohr, 2001, p.77).
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CHAPTER 2

LITERATURE REVIEW
This chapter begins with information needs and Internet use in U.S. CVBs. The
following section reviews previous research on information quality and attempts to
justify the importance for conducting this study. Various dimensions are used to identify
information quality. Effects of market turbulence on CVBs are also reviewed. At the
conclusion, a conceptual framework for this study is proposed.

Information Needs in U.S. Convention and Visitors Bureaus
The tourism industry is an information intensive industry (Poon, 1993). The
study of Fesenmaier, Pena, and O’Leary (1992) found that directors of CVBs in the state
of Indiana recognize the significance of gathering information for marketing research.
They suggest that CVBs gather information and incorporate information needs by
establishing a marketing information system.
Each CVB must gather information prior to market research and analysis. CVBs
play important roles in the tourism industry as destination developers and representatives
who attempt to attract visitors to a particular destination (Gatrell, 1994). U.S. CVBs
introduce prospective visitors to businesses of a particular city, and by doing so, CVBs
provide information to tourists about city’s services, such as restaurants, hotels, and
casinos. Because 95 percent of tourists research their travel destinations prior to
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vacation, CVBs should provide useful information to endorse their city as the ideal
vacation or convention destination (Letho, Kim, & Morrison, 2005). In each city where
tourism draws significant revenue, CVBs develop, promote, and maintain that city’s
image as an attractive destination not only for visitors, but also for meetings and
conventions (Gatrell, 1994).
U.S. CVBs rely on information for the success of the destination development
(Heath & Wall, 1992). For example, information regarding the demographics of tourists
is needed to promote to each target group or emerging markets effectively. The Las
Vegas Convention and Visitors Authority promotes Las Vegas as the center for adult
entertainment with advertising campaigns and slogans. With their current advertising
slogan, “What happens in Vegas, Stays in Vegas,” they are clearly targeting adult
visitors.
Each bureau also requires considering the external environmental changes
continuously to fulfill its job effectively (Heath & Wall, 1992). For instance, after the
events of September 11 in New York City, tourists were hesitant on air travel and
concerns on security were heightened. Because of the tourism industry’s unpredictability
based on the economic, political, and environmental changes, each CVB has to
continuously collect external information for the effective marketing strategies in
emerging markets (Buhalis & Schertler, 1999).

Internet Use in U.S. Convention and Visitors Bureaus
In recent years, U.S. CVBs have shifted their marketing activities from primarily
printed medium to an electronic format along with the development of the Internet (Roehl
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& West, 2002). The Internet allows marketing researchers to easily gain a rich source of
information. Also, the Internet enables marketing researchers to distribute destination
information to entice people to visit their destination with relatively low cost and with no
geographic boundaries (Buhalis, 2000). Yuan and Fesenmaier (2000) found that most
U.S. CVBs have their own websites, and most marketing directors believe that the
Internet provides important destination information to potential visitors. For instance,
most U.S. CVBs promote their sporting events and festivals and provide reservations and
schedule information to customers through their websites. Attraction and event tickets
and classified ads are also sold via the Internet. Not surprisingly, 33% to 50% of all
consumer-based Internet transactions are related to the tourism industry (Werthner &
Klein, 1999).
However, this practice fails to use Internet technology to its full potential.
Several studies show that CVBs use of the Internet primarily for promoting destinations
rather than for marketing information source (Heinen, 1996; Poon & Swatman, 1997).
Yuan, Gretzel, and Fesenmaier (2003) also found that few CVBs have incorporated
Internet technology into their research, online reservations, travel-related statistics, and
education materials for employees. Using the Internet, CVBs can not only collect data
for market research by targeting visitors’ interests to better promote city attractions, and
they can also promote their destination with advanced marketing strategies. According to
Wang and Fesenmaier’s study (2006), the Internet enables U.S. CVBs to implement more
sophisticated marketing strategies by enhancing website features, website promotion
techniques, and customer relationship management.
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Importance of Information Quality
When marketing researchers use information, information quality is considered
one of the most important characteristics (O’Reilly, 1982). Several studies state that
when marketing researchers use poor, incomplete, out-of-date, or missing information, it
will cause a quality problem that affects the decisions of an organization (English, 1999;
Crump, 2002).
In spite of the importance of information quality, there has been little research
concerning information quality when marketing researchers gather data from the Internet
in U.S. CVBs. The success of a CVB depends on how effectively they provide
destination information to potential visitors. For example, marketing researchers should
identify what attracts travelers to certain destinations enabling a CVB to target a
particular market. Japanese tourists may be primarily interested in shopping while
European tourists may be interested in athletic events.
Generally, it is believed that good information leads to good decision making.
Information is useful when it is relevant to a research objective. Useful information can
improve decision making, operating efficiency, and organizational effectiveness
(Chenhall & Morris, 1986; Mangaliso, 1995; Choe, 1998). Therefore, each CVB has to
realize the importance o f information quality to attract more visitors to their destination
and to compete with other destinations effectively.

Previous Studies on Information Quality
Information quality has been studied to enhance results of decision making
mostly in management accounting systems and management information systems.

10
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Numerous studies have measured information quality based on their objectives by using
different dimensions (Zmud, 1978; Ballou & Pazer, 1995; Goodhue & Thompson, 1995;
Lee, Strong, Kahn, & Wang, 2002; DeLone & McLean, 2003; Miller, 2005). Zmud
(1978) is considered a pioneer in the area of information quality research. Participants
for his study were users of hard-copy reports; different from users of the Internet-based
information. In the Zmud study, accessibility is considered one of the information
quality dimensions. This dimension may not be as significant for Internet users who can
easily access public domain on proprietary information.
In the Wang and Strong study, they view dimensions of information quality in
four categories: intrinsic, contextual, representational, and accessibility of information
quality (Strong, Lee, & Wang, 1997). They propose four categories of information
quality as cited in Lee et al.’s study (2002, p. 135):
1) Intrinsic information quality implies that information has its own quality accuracy, reliability, and believability; 2) Contextual information quality
emphasizes that information quality should correspond to the objectives of the
task - relevancy, completeness, and timeliness; 3) and 4) Representational and
accessibility information quality emphasize the maintenance and security of the
information in computer systems - conciseness, consistency, interpretability
accessibility, and security.
The Ballou and Pazer study (1995) expands Wang and Strongs’ intrinsic
dimensions of information quality to improve decision making in business organizations
using accuracy, consistency, completeness, and timeliness.

11
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In addition, Delone and McLean (2003) reported five information quality
measures; accuracy, timeliness, completeness, relevance, and consistency. The objective
of their study was to find out the success factor of Information Systems (DeLone &
McLean, 2003). Their study focused on e-commerce information quality. According to
Delone and McLean (2003), to improve a firm’s business through its website,
information on the Internet should be personalized, complete, relevant, secure, and easy
to understand.
Goodhue (1995) also analyzed dimensions of information quality for managers
who use computer systems. His study put importance on accessibility when evaluating
information quality. Goodhue and Thompson (1995) propose Task-Technology Fit
(TTF) to explain the relationship between the performance of information technology and
the user of information technology. Among these eight factors, quality is measured by
currency, right data, and right level of detail (Goodhue & Thompson, 1995).
Miller’s study (2005) found a relationship between a firm’s market share for
information products and information quality. Miller used 18 dimensions of information
quality; accuracy, believability, objectivity, precision, reliability, relevance, timeliness,
completeness, appropriateness, comprehensibility, interpretability, consistency,
conciseness, format and appearance, accessibility, security, and availability (Miller,
2005).

Market Turbulence in U.S. C’VBs
CVBs have been criticized for inadequately managing the external environmental
changes in recent years (Goymen, 2000). Many CVB executives have difficulty in

12
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determining the impact of quick changing events on destination marketing organizations
(Gretzel, Fesenmaier, Formica, & O’Leary, 2006). For example, a state of crisis like the
September 11 attacks in New York City provides an invaluable opportunity for a CVB to
respond to market turbulence, but generally, most CVBs are not focused on developing a
new vision, but they focus on dealing with the immediate problems (Gretzel et al., 2006).
Change in technology is one of the many challenges that a CVB faces (West &
Upchurch, 2001). Technological change affects the ways of managing CVBs from
printed media to online marketing. For example, promotion and communication through
the Internet have become essential parts of CVBs. CVBs use the Internet to update
events, send information to tradeshow visitors, and guide meeting planners (Mistilis &
Dwyer, 1999).
The future of tourism will be different from that of today, as past tourism is
different from today’s tourism. CVBs need to search for information based on changes in
visitors’ perspectives, and it is essential to emphasize on services that match visitors’
preferences. Visitor changes cause CVBs to adopt new approaches to deal with
prospective visitors (Gretzel et al., 2006). For example, an association might set up a
website for each event or conference that usually includes detailed information about the
event, programs, and city attractions. The Internet has proven to be an effective meeting
or event planning tool for visitors for online registrations, online post-event surveys and
providing useful meeting and destination information (Lee & Back, 2005).
Visitor behaviors and demands have also changed considerably over past decades
(Yuan, Gretzel, & Fesenmaier, 2006). Prospective visitors have become more pricesensitive, less loyal, and harder to predict because information is more available to

13
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visitors than ever before (Poon, 1993). In addition, visitors seek greater flexibility in
their trips and expect more customization related to their individual preferences (Sheldon,
1997). Therefore, CVBs can attract more visitors by providing valuable and credible
information for each specific target market.

Research Framework
The conceptual foundation of this study is based on the study of Low and Mohr
(2001). Low and Mohr (2001) determined the effect of information, organizational, task,
environmental, and individual variables upon the use of marketing information in terms
of marketing communications productivity. Among these contextual factors affecting the
information use, CVBs marketing activities are influenced the most by market turbulence
and information quality (Heath & Wall, 1992; Buhalis & Schertler, 1999; Lee & Back,
2005; Gretzel, Fesenmaier, Formica, & O’Leary, 2006). Therefore, this study is limited
to market turbulence and information quality as the factors related to Internet-based
marketing information use. Based on previous studies, this study proposes the following
framework in Figure 2. Based on the framework, this study proposes three hypotheses;
1) there is a positive relationship between quality of Internet-based marketing
information and the use of marketing information, 2) there is a positive relationship
between perceived technological change and the use of Internet-based marketing
information, and 3) there is a positive relationship between perceived customer change
and the use of Internet-based marketing information.

14
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Information Quality
■ Reliability
■ Relevance
■ Currency
■ Accuracy

H2&H3

Use of Internetbased Marketing
Information

Market Turbulence
Technological Change
Customer Change
Arrow does not indicate causality.

Figure 2. Research Framework

Information Quality
The dimensions of information quality are replicated from O’Reilly’s study
(1982). The quality of marketing infonnation is defined by such dimensions as
relevance, accuracy, reliability, and timeliness of the marketing information (O’Reilly,
1982). O’Reilly defined each dimension of information quality as follows as cited in
Low and Mohr’s study (Low & Mohr, 2001, p.73);
1) relevance- the perceived usefulness or significance of the information for the
decision or purpose at hand; 2) and 3) accuracy and reliability are similar
dimensions of quality that capture the degree to which the information
corresponds to the truth, or the trustworthiness of the information; and 4)
timeliness describes the up-to-date dimensions of information quality.

15
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The quality o f Internet-based marketing information refers to the relevance, accuracy,
reliability, and timeliness of marketing information in this study. Also, in this study,
information quality refers to the overall quality of the Internet-based marketing
information used to evaluate and make decisions regarding emerging market research in
U.S. CVBs.
Market Turbulence
Previous studies have found that marketing managers tend to use more
information when the market beeomes more variable or more unpredictable (Sinkula,
1994; Wright & Ashill, 1996; Low & Mohr, 2001). Hence, unstable and constantly
changing environments affect a CVB need for information. Market turbulence can arise
from technological and customer change (Jaworski & Kohli, 1993). Technology has a
direct impact on information use, and changing customer preferences are often seen in the
tourism industry.
In volatile markets, information quickly becomes out of date. Marketing
managers in volatile markets should update their information frequently to keep pace
with current market conditions, which is essential for desirable results (Glazer & Weiss,
1993). In contrast, in low turbulence markets, managers are likely to rely on decisions
based on their past experience, and they need less information to evaluate marketing
performance or to make marketing decisions (Low & Mohr, 2001). Faced with
intensified competition and a constantly changing external environment, marketing
managers in U.S. CVBs need to use more information in making marketing deeisions for
emerging markets or in evaluating emerging market research.

16
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Use of Marketing Information
Information can be used in two ways: conceptual or instrumental. “Conceptual
information is defined by the indirect use of information that provides ‘general
enlightenment’ in developing a manager’s knowledge” (Menon & Varadarajan, 1992,
p.56). “On the other hand, instrumental information use refers to its direct application to
marketing strategy decisions” (Moorman, 1995, p.320). For example, instrumental
information can be used to make, implement, or evaluate marketing decisions (Moorman,
1995).
Low and Mohr (2001) examined the use of marketing information to evaluate
marketing communication productivity. Their study examined information use ranging
from external to internal sources. Moorman (2001) also examined the use of information
affecting new product outcomes. Her study focused on organizational market
information processes including: 1) information acquisition, 2) information transmission,
3) conceptual use of information, and 4) instrumental use of information (Moorman,
1995). In addition, the use of specific market research information regarding product
marketing decisions was examined by Deshpande and Zaltman (1982). Their study used
ten variables affecting the use of market research information: 1) confirmatory, 2)
formalization, 3) exploratory, 4) centralization, 5) quality, 6) ability to implement
recommendations, 7) political acceptability of recommendations, 8) surprise, 9) life cycle
maturity, and 10) interaction.
This study focuses on instrumental use of Internet-based marketing information
in the evaluation of emerging market research for visitors. This study also defines
marketing information use as a CVB reliance on the Internet-based information in the

17
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evaluation of performance or outcome of emerging marketing research for prospective
visitors. A summary of the literature review for research framework is presented in Table
1.

Table 1 Literature Review for Researeh Framework
Criteria
Information Quality
Relevance, aecuracy, reliability, and timeliness
Accessibility
Intrinsic, contextual, representational, and accessibility
Accuracy, consistency, completeness, and timeliness
Accuracy, timeliness, completeness, relevance, and
consistency
Market Turbulence: General Business Industry
Use more information when the market is unpredictable

Market Turbulence: Tourism Industry
Advances in technology by reviewing of convention and
meeting management research
Information Technology implementation affected by
external environment and organizational capability
Importance o f acquiring information about the external
environmental changes
Use of Information
Marketing communication productivity
New product outcomes
Marketing knowledge utilization in firms
Specific market research information use for an important
product

Supporting Literature
0 ’Reilly(1982)
Zmud(1978)
Strong, Lee, & Wang
(1997)
Ballou & Pazer(1995)
DeLone & McLean
(2003)
Sinkula (1994);
Wright & Ashill(1996);
Low & Mohr (2001);
Jaworski & Kohli(1993);
Glazer & Weiss(1993)

Lee & Back( 2005)
Yuan, Gretzel, &
Fesenmaier(2006)
Heath & Wall (1992);
Buhalis&Schertler(l 999)
Low & Mohr (2001)
Moorman (1995)
Menon & Varadarajan
(1992)
Desphande & Zaltman
(1982)
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CHAPTER 3

RESEARCH METHODOLOGY
The goal of this study is to determine whether there is a relationship among
market turbulence, information quality, and Internet-based information selected and/or
used by professional marketing researchers in U.S. CVBs in their decision making
process.

Hypotheses
HI: There is a positive relationship between quality of Internet-based marketing
information and the use of marketing information.
H2: There is a positive relationship between perceived technological change and the use
of Internet-based marketing information.
H3: There is a positive relationship between perceived customer change and the use of
Internet-based marketing information.

Sample
The population of this study includes corporate executive officers (CEOs),
directors of marketing research, and the sales staff in U.S. CVBs. This study used the
eonvenience sampling method. The sample was drawn from 600 different CVBs in the
United States as cited in the public domain area of the Destination Marketing Association
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International website. An e-mail was sent to 1,200 CEOs, marketing directors, and sales
staff of each bureau whose e-mail was readily available. The purpose of the e-mail was
to ask them to participate in the survey.

Questionnaire Development
A self-administered online survey questionnaire was used for this study. The
survey questionnaire was comprised of six categories including a total of 41 questions:
qualification. Internet-based information quality, important characteristics of marketing
information on the Internet, market turbulence, use of marketing information, and
personal demographies. There was also space for respondents’ eomments.
If a partieipant wanted a summary of the executive results, as an incentive for
contributing to the survey, they were informed to send a separate e-mail privately. The
survey questionnaire used a seven-point Likert scale. On this scale, seven was “Strongly
agree” and one meant “Strongly disagree.”
Two pilot tests with a total of five professional marketing researchers at the Las
Vegas Convention and Visitors Authority were eonducted to develop the research
instrument. Additionally, three professors at the Department of Tourism and Convention
Administration at the William Harrah College of Hotel Administration and one professor
from the Department of Marketing at the College of Business at University of Nevada,
Las Vegas reviewed and revised the survey questionnaire.
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Measurement
Information Quality
This study asks about the overall information quality found on the Internet for
emerging market research in U.S. CVBs. Questions regarding information quality were
replicated from the Low and Mohr (2001) study; however, the wording was changed
from marketing communication productivity to emerging market research based on the
purpose of this study and results of the pretest.
Important Characteristics of Marketing Information on the Internet
This study asks about the overall perception of the marketing information
characteristics on the Internet used by marketing researchers in U.S. CVBs. Questions
regarding characteristics of marketing information were expanded from the Cohn (2006)
study. His study focused on evaluation of information for the marketing decisions
process in general business industry.
Market Turbulence
In this study, market turbulence refers to technological and customer change.
Questions were replicated from the Jaworski and Kohli (1993) study. “Technological
turbulence refers to the degree in which technology changes over time within the industry
and the degree in which such changes affect the industry” (Low & Mohr, 2001, p.77).
“Customer turbulence refers to the degree in which customer preferences change over
time that result in new target segments emerging from those previously unknown” (Low
& Mohr, 2001, p.77).
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Use of Information
This study incorporated the Low and Mohr (2001), Deshpane and Zaltamn
(1982), and Moorman (1995) measures of information use. Information is limited only to
the instrumental use for this study. Use of information is measured by making and
evaluating marketing decisions (Low & Mohr, 2001; Moorman, 1995). However, the
wording of the scale items was modified to reflect the purpose of this study based on the
results of the pretest. This study changed questions regarding marketing productivity to
those related to emerging market research for visitors in U.S. CVBs.

Data Collection
A recruitment e-mail was sent to each subject to invite him/her to participate in
the survey. This recruitment e-mail briefly described the study and each respondent’s
right to refuse participation. Once a subject decided to participate, he/she could click the
link connected to the survey. The first page included a cover letter explaining the
purpose of the study and seeking assistance. A cover letter also addressed each
respondent’s rights, risks, costs, and benefits based on the requirements of the Offiee for
the Protection of Research Subjects.
Three follow-up e-mails at intervals of one week were sent to those who did not
respond to the first mailing. A case study would be necessary to achieve more specific
and in-depth information about how each of the CVBs marketing researchers use
Internet-based marketing information, but a qualitative study was not conducted due to
time and cost constraints. The self administered e-mail survey method was used due to
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its geographical flexibility, lower cost, quick turnaround time, and faster distribution
(William, 2003).

Validity and Reliability of the Study
The theoretical framework and survey questionnaires were replicated from the
Low and Mohr study (2001). In the Low and Mohr (2001) study, the sample was
marketing executives in general business industries; however, this study focused mainly
on marketing researchers in U.S. CVBs.
Besides two pretests with ten marketing analysts at the Las Vegas Convention
and Visitors Authority (LVCVA), two interviews were conducted in order to determine
the need for this study. One was a face-to-face interview with the senior research analyst
at the LVCVA, and the other was a telephone interview with the director of market trends
in the Hawaii Visitors & Convention Bureau. Ten questions were asked to determine
their marketing research practices when searching for information on the Internet. These
ten questions were replicated from the study of Cohn’s (2006) qualitative methodology
sector. The interview questions are shown in Table 2.
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Table 2 Interview Questions
Interview Questions
1.
What percentage of your marketing research data gathering is based on Internet
sources?
2.
How long have you been conducting market research?
3.
Do you often use data from other companies, trade associations, government
agencies, or academic journals in your work?
4.
How often do you use Internet-based data in support of your research projects?
5.
Describe experiences with your research on the Internet that provided value
and did not provide value.
6.
What would rate the “quality” of the data you find on the Internet?
7.
What makes good data or website or bad data or website?
8.
List examples o f useful websites you have found.
9.
How does your marketing research influence the decision-making of the
project and impact on the company’s financial results?
10. Who is your main target market?_______________________________________

Data Analysis
Data was collected to determine the relationship among information quality, market
turbulence, and the use of Internet-based information in U.S. CVBs. The Statistical
Packages for Social Sciences (SPSS 14.0) was used for data analysis. Demographic
questions were asked to identify years of employment, job position, and the department
of each respondent. Descriptive statistics were used to examine the individual
characteristics. Additionally, an exploratory factor analysis and reliability tests were
conducted to generate criteria used by marketing professionals in the use of Internetbased marketing information for emerging market research in U.S. CVBs.
Finally, regression analysis was used to examine the three hypotheses based on the
results of the factor analysis. The relationship between dependent variable, the use of
Internet-based marketing information, and independent variables, the Internet-based
information quality, technological change, and customer ehange, was examined through
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the regression analysis. A brief process of the research methodology is described in
Figure 3.

There is a relationship among Internet-based information quality, market turbulence,
and information use in U.S. CVBs.

Questionnaire
Development

Pilot Test

Two
Interviews

Revised
Questionnaire

E-mail
Recruitment

On-line Survey

Three
Follow-Up
E-mails

Data
Collection

1r

Data Analysis

Figure 3. Process of Research Methodology
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CHAPTER 4

RESULTS AND DISCUSSION
This chapter consists of eight parts; 1) interview findings ; 2) description of
respondents; 3) important eharaeteristies of marketing information on the Internet; 4)
important scores of determinant factors of marketing information use; 5) an exploratory
factor analysis and reliability tests; 6) a regression analysis; 7) findings of study results;
and 8) discussion o f study results.

Interview Findings
Two interviews were conducted to validate this study: a face-to-face interview
and a telephone interview. A convenience sample of ten marketing researchers was
selected. Of the ten chosen, two marketing directors were able to participate in the
interviews. In order to consider an interviewee applicable for this research, a
qualification question was proposed; “Have you used the Internet for your marketing
research?” The interview consisted of ten questions. See Table 2.
Question 1 was designed to leam how much marketing directors rely on the
Internet for marketing research. Both of the marketing researchers answered that they
use the Internet almost 50% of the time for their marketing projects. Question 2 was
asked to find out when marketing directors started their marketing research practices.
The Las Vegas Convention and Visitors Authority (LVCVA) and the Hawaii Visitors and
Convention Bureau (HVCB) both have been conducting marketing research for decades;
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the LVCVA since the mid 1970’s and the HVCB as far back as the 1920’s. In recent
years, both bureaus have primarily turned to the Internet for marketing research.
Question 3 asked the interviewees about which websites they visit. Two CVBs
said they frequently used federal and state government websites as well as travel industry
websites for their research. The LVCVA marketing director stated that marketing
researchers normally started with a search engine like Google or Yahoo for general
information and then went to trade association or government websites for more specific
information. The marketing director of the Hawaiian bureau mentioned their staff also
relied on government websites for their marketing research.
Question 4 was asked to find out how often they use the Internet for their
research projects. Both respondents answered that the Internet is used for almost all of
their marketing research to gather information, such as targeting new markets. Question
5 and 7 were asked to determine what kind of websites provided valuable information
and what were considered bad websites. Both marketing directors stated that they tend to
use clear, user-friendly, and well-organized websites in their decision making. The
marketing director o f Hawaii bureau stated he would not use out-of-date website and the
marketing researcher at LVCVA stated that he would not use hard-to-navigate website.
Question 6 asked the respondents’ overall perception of the Internet. Both
respondents stated they were fairly satisfied with the quality of information on the
Internet. The marketing researcher at LVCVA mentioned that the Internet provides good
quality data; however, he said there is still a room for growth in the quantity side of the
tourism industry. Question 8 was asked to find out what websites were helpful in their
marketing research. A list of useful websites is as follows: Travel Industry in America:
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www.tia.org, Office of Travel and Tourism Industry: www.otti.org, government census
and local county website, pay sites: www.factiva.com and w ww.DowJohns.com.

Table 3 Interview Findings

Questions
% of the Internet use
Years of
market research
Frequent use web sites
Frequency of the
Internet
Value on the Internet
Quality of the Internet
Good/bad website

Useful website

Influences on
decision-making
Major target market

Las Vegas Convention and
Visitors Authority _____
More than 50%
Since 1970s and Mid 1980s
Internet research
www.tia.org,www.otti.org
Always part of it

Hawaii Visitors &
Convention Bureau
Around 45%
Since 1920s and using
Internet primarily last 3 years
www.hawaii.gov,www.tia.org
Everyday

Government or trade
association web sites
Overall, good quality
Good: Clear, well-organized
website, easy to use or to
download
Bad: Hard to navigate
website
Government census
www.otti.org
Factiva and Dow Johns
Their activities are all based
on the research

Government web site

Convention, leisure, casino,
and package travelers

Fairly good
Good: User friendly website
Bad: Out of dated
information or website

www.tia.org
Las Vegas 24 hours.com
www.hawaii.gov
Every decision is from
marketing research
Primary target market: Air
leisure market
Only 7% of their visitors are
convention visitors

Question 9 was asked to find out the importance of marketing research in the
organization. Both of the executives put heavy importance on marketing research as the
basis for all decision making. For example, LVCVA is now working on marketing
research to promote Mexican tourism. The Hawaii bureau is now redesigning its website
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to focus on tourist needs. Question 10 was asked to discover their main target market.
LVCVA focuses on various types of tourists: convention, leisure, casino, and package
travelers. However, the focus o f the Hawaii bureau was primarily on air leisure travelers.
Both bureaus use the Internet heavily for their marketing research and information. They
believed that their selection of information on the Internet influences their organizational
decisions and goals. The summary of the findings are explained in Table 3.

Description of Respondents
A total of 1,200 recruitment emails were sent. Among those 1,200 subjects, 250
subjects responded to the survey, representing a 21% response rate. However, results of
those who did not fully complete the survey were not considered valid and were
discarded. If respondents did not meet the requirement for participating in this survey,
these results were also discarded. The first question was a screening question to find out
whether a respondent has used the Internet for marketing research.
As shown in Table 4, seven respondents had not previously used the Internet
before for any marketing research purpose. In addition, 38 respondents did not finish the
survey. Therefore, a total of 204 respondents were considered valid in this data analysis.

Tabled A Screening Question (N=^250I
Internet Use for Marketing Research
Yes
No
Total

Frequency
242
8
250

%
96.8
3.2
100
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Using descriptive statistics, Table 5 provides a profile o f the respondents. The
majority of respondents have worked in the convention industry five to ten years,
consisting o f approximately 35 % of the total respondents. With regard to job position,
the majority of respondents were in senior or middle management position. These
positions represent 80 % of the respondents. In addition, most o f the respondents work in
a marketing department, representing 56% of the total respondents.

Table 5 Demographic Information of Respondents tN=204I
Characteristics
Years o f Employment
Less than 5 years
5-10 years
11-15 years
16-20 years
More than 20 years
Total
Job Position
Senior Management
Middle Management
Lower Management
Other
Total
Department
Sales
Marketing
Administration
Other
Total

N

%

52
72
40
26
14
204

25.5
35.3
19.6
12.7
6.9
100.0

91
74
28
11
204

44.6
36.3
13.7
5.4
100.0

31
114
40
19
204

15.2
55.9
19.6
9.3
100.0

Respondents were asked to report on their target markets, and were allowed to select
multiple target markets in this question. Leisure travel and meetings/convention were
two major target markets. However, sports, business travel, and festival/sports events
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also represented a lot o f responses. Details of major target markets and other target
markets are demonstrated in Table 6.

Table 6

Target Markets (N=204I

Target Markets
n
%
Leisure Travel
168
82.4
57.4
Business Travel
117
Sports
57.8
118
Meetings/Convention
155
76.0
Festival/Sports Events
103
50.5
Other
Cultural arts, reunions, ecotourism, agritourism, heritage tourism, weddings, religious
government, military, motor coach, outdoor recreation, community relations, film, gro
up travel, international tours, diversity, gay tourism, SMERF (social, military, educati
onal, religious, and fraternal)_________ ______________________________________

The last question, Question 39, was asked to find out the respondents’
preferences when they begin researching data for their destination marketing decisions.
As shown in Table 7, most of the respondents first look to the Internet for their
destination marketing decisions. Few respondents listed their preferable websites like
Google, DMAI, TIA, or online travel agencies. Thirty eight respondents answered they
would mostly use consulting firms like Light Consulting or Zeitgeist Consulting, and 33
respondents answered they would use internal resources for their destination marketing
decisions. Thirty respondents look to trade journals first; while six respondents answered
they look to academic journals for their destination marketing decisions.
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Table 7

Most Preferred Internet Sources for Marketing Research fN=204~)

Source of Information
Frequency
%
Academic Journal
Most Preferred
6
2.9
Second Preferred
5
2.5
Third Preferred
30
14.8
Fourth Preferred
46
22.5
Fifth Preferred
100
49.0
Least Preferred
17
8.3
Trade Journal
Most Preferred
30
14.7
Second Preferred
72
35.3
Third Preferred
42
20.6
Fourth Preferred
41
20.1
Fifth Preferred
7.4
15
Least Preferred
4
1.9
Internet
Most Preferred
97
47.5
Second Preferred
52
25.5
Third Preferred
34
16.7
Fourth Preferred
16
7.8
Fifth Preferred
4
2.0
Least Preferred
1
0.5
Consulting Firm
Most Preferred
38
18.6
Second Preferred
35
17.2
Third Preferred
60
29.4
Fourth Preferred
53
25.9
Fifth Preferred
6.4
13
Least Preferred
5
2.5
Internal Sources
Most Preferred
16.2
33
Second Preferred
30
14.7
Third Preferred
36
17.6
Fourth Preferred
42
20.6
Fifth Preferred
30.0
61
Least Preferred
2
0.9
Other
Client feedback, syndicated research, trustworthy marketing partners, expert opinion, stat
e-tourism research. Ad agency input/research, state office of tourism, parent international
association, history searches, other industry people & their experience with new marketin
g, locals, other CVB websites, industry associations, industry peers, local developments.
local business leaders, focus groups, state tourism office, last census, partner’s/stake
holder’s internal research, word of mouth/peers, primary research we conduct

32
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

Among those respondents, few respondents specified their preferable journals,
such as Meetings West, Smart Meetings, Quirks, Sports Business Journal, PCMA, and
ASAE Association News. Few respondents specified other sources than what was
provided on the list: newspaper, state tourism organizations, word-of-mouth, partner’s
internal research, and etc. Other sources and details of most preferred Internet sources
are listed in Table 7.

Important Characteristics of Marketing Information on the Internet
Table 8 shows the average rank of importance for each marketing information
characteristics. Among 15 items, “Frequent update of the website” was rated the most
important and showed a mean score of 6.52. The next most important item, “Indication
of the last update date,” showed a mean score of 6.40. This score was followed by “Date
of data collection (6.34)” and “Clarity of presentation (6.34).” “Funding from sponsors
or advertisers for the research conducted” was rated the lowest mean score at 5.12. It
showed that currency and presentation format of the information were important
marketing characteristics when marketing researchers use the Internet for their research.
This result also corresponds to the results of two interviews. Details of the results are
shown in Table 8.
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Table 8

Important Scores o f Marketing Information Characteristics (N=204)
Important Characteristics

Mean

Frequent update of the website
6.52
Indication of the last update date
6.40
6.34
Date of data collection
Clarity of presentation
6.34
6.20
Ease of navigation
Reputation o f the website
6.06
Size of the sample
5.80
Sample characteristics in the data
5.78
The details of methodology
5.68
Sample fi-ame used for data collection
5.57
Type of statistical techniques used for data analysis
5.50
Costs associated with access to the intellectual content of the we
5.46
bsite
Relationship between the data collector and the author of the inf
5.43
ormation reported at the website
Providing the author’s biographical information
5.20
Funding from sponsors or advertisers for the research conducted
5.12
Note. A 7 point scale from “ 1:Not at all important” to “7 : Very important”

Standard
Deviation
0.67
0.82
1.04
0.82
0.95
1.02
1.06
1.04
1.14
1.12
1.23
1.31
1.29
1.30
1.56

Important Scores of Determinant Factors of Marketing Information Use
Table 9 shows the average scores for determinant factors of marketing
information use including information quality, technological change, and customer
change. First, the average scores for information quality ranged from 5.89 to 5.34.
Second, the average value of technology change showed high mean values expect for one
item: the difficulty to forecast where the technology in my industry will be in the next
two to three years. Third, the average mean value for customer change ranged from 5.61
to 4.73. Table 10 shows the use of marketing information. Mean values for use of
information ranged from 5.86 to 4.90. Details of mean values for eaeh item are described
in Table 9 and Table 10.
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Table 9

Important Scores of Determinant Factors of Information Use rN=2041
Determinant Factors

IQl
IQ2
IQ3
1Q4
IQ5
TCI
TC2
TC3
CCI
CC2
CC3
CC4
Note.

Mean

Marketing information on the Internet is very useful whe
5.89
n assessing emerging market research.
Marketing information on the Internet is relevant to my n
5.85
eeds in assessing emerging market research.
Timely marketing information on the Internet is available
5.59
when assessing emerging market research.
Marketing information on the Internet is reliable to evalu
5.58
ate emerging market research.
Accurate marketing information on the Internet is availab
5.34
le when assessing emerging market research.
The technology in my industry is changing rapidly.
6.28
Technology changes provide big opportunities in my ind
6.27
ustry.
It is very difficult to forecast where the technology in my
5.38
industry will be in the next 2 to 3 years.
Visitors tend to look for new services from the CVB, sue
5.61
h as e-newsletters.
Visitors’ preferences change each year, such as flexibilit
5.53
y or customization in their travel arrangements.
New visitors tend to need more services than previous
5.49
services.
It is difficult to predict future target markets.
4.73
A 1 point scale from 'T: Strongly Disagree” to “7 : Strongly Agree”

35

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

Standard
Deviation
1.10
1.01
1.23
1.09
1.25
0.93
0.91
1.49
1.31
1.37
1.44
1.63

Table 10

Important Scores of Marketing Information Use (N-204)
Use of Marketing Information

lUI
IU3
IU4
IU2
IU5
IU6
Note.

Mean

Internet-based information was integrated when
developing marketing strategies for emerging market
5.86
research.
Internet-based marketing information was used to
5.66
evaluate emerging market research.
I relied on Internet-based marketing information to make
5.58
decisions for emerging market research.
I used information to solve specific problems while
5.54
conducting on emerging market research.
The effectiveness of emerging Internet-based market
5.41
research was evaluated.
All marketing information sources found on the Internet
4.90
were considered in the decision making process.
A 7 point scale from “ 1:Strongly Disagree” to “7 : Strongly Agree”

Standard
Deviation
1.09
1.18
1.23
1.29
1.42
1.69

Exploratory Factor Analysis and Reliability Test
A major objective of this study was to find out the relationship of information
quality, market turbulence, and the use of Internet-based information in U.S. CVB’s.
Before examining hypotheses, an exploratory factor analysis was used for validity and
reliability of the study. An exploratory factor analysis was run with Varimax rotation
with Kaiser Normalization. Factor loadings differ in range from a negative one to a
positive one, which indicates the strength of relationship between a particular variable
and a particular factor (George & Mallery, 2006). The Varimax rotation makes the
output more understandable and easier to interpret factors. Eigenvalue was set over to
one. “Eigenvalues are designed to show the proportion of variance accounted for by each
factor” (George & Mallery, 2006, p.256).
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Table 11 Independent Factor Loadings and Reliability Test nsf=2041
Rotated Score
Factor 1 Factor 2 Factor3
Factor 1 Quality of the Internet-based Information
IQl
Marketing information on the Internet is
relevant to my needs in assessing emerging
market research.
IQ2
Marketing information on the Internet is very
useful when assessing emerging market
research.
IQ3
Marketing inforrnation on the Internet is
reliable to evaluate emerging market research.
IQ4 Accurate marketing information on the
Internet is available when assessing emerging
market research.
IQ5 Timely marketing information on the Internet
is available when assessing emerging market
research.
Factor 2 Technological Change
TCI Technology changes provide big opportunities
in my industry.
TC2 The technology in my industry is changing
rapidly.
Factor 3 Market Change
MCI It is difficult to predict future target markets.
MC2 Visitors’ preferences change each year, such
as flexibility or customization in their travel
arrangements.
MC3 Visitors tend to look for new services from the
CVB, such as e-newsletters.
Eigen Value
% Expected Variance
Alpha

.852

.846
.812
.778

.750

.877
.846
.821
.792
.678
3.34
27.79
.870

1.70
14.19
.796

2.78
23.20
.779

Out of 12 items, two items that loaded under 0.60 was eliminated because the
removed items failed to meet acceptable levels of explanation and were considered poor
representations in the factor solution. One item eliminated from technology change was
the difficulty difficult to forecast where the technology in my industry will be in the next
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two to three years. Another item was removed from customer change; new visitors tend
to need more services than previous services. Cut-off value can be varied from 0.40 to
0.60 (George & Mallery, 2006). This study used a cut-off value of 0.60 in order to
acquire significant factor rotation results. Once those tow items were removed, customer
change was renamed to market change. The range for factor 1, information quality,
loaded from 0.750 to 0.852, for factor 2, technological change, was from 0.846 to 0.877,
and for factor 3, market change, was from 0.678 to 0.821. The details of exploratory
factor analysis for dependent variables are represented in Table 11.
Based on the results of factor structure, Chronbach’s alpha was used to measure
the scales’ internal consistency (Cronbach, 1951). When the alpha is closer to one, items
in the factor have a greater internal consistency. Alpha has a range from 0.870 for factor
1 to 0.779 for factor 3. These alpha values for independent variables are satisfactory
because alpha is generally acceptable when it is greater than 0.70.
As shown in Table 12, all six items for dependent variable were loaded over
0.60, ranging from 0.755 to 0.878. Use of Internet-based marketing information was
loaded into one factor. Chronbach’s alpha was also used to measure internal consistency
for the dependent variable. Alpha for the dependent variable was 0.896, which represents
strong internal consistency. The details of an exploratory factor analysis for the
dependent variable are shown in Table 12.
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Table 12 Dependent Factor Loadings and Reliability Test (N=2041
Rotated Score
Factor 1
Use of Information
lU l I relied on Internet-based marketing information to
make decisions for emerging market research.
IU2 Internet-based marketing information was used to
evaluate emerging market research.
IU3 I used information to solve specific problems while
conducting on emerging market research.
IU4 Internet-based information was integrated when
developing marketing strategies for emerging market
research.
IU5 All marketing information sources found on the
Internet were eonsidered in the decision making
process.
IU6 The effectiveness of emerging Internet-based market
research was evaluated.
Eigen Value
% Expected Variance
___________________________________________________
Alpha

.878
.875
.863
.796

.765
.755
4.07
67.84
.896

Regression Analysis
A regression analysis was used to examine three hypotheses; the relationships
among 1) Internet-based information quality and Internet-based information use; 2)
technology change and Internet-based information use; 3) market change and the use of
Internet-based information. The dependent variable was Internet-based marketing
information use. Three determining factors associated with its use were applied to the
independent variables; quality of the Internet-based information, technological change,
and visitors change. A regression analysis was performed using the average scores of
items based on the results o f the exploratory factor analysis. Assumptions for the
regression analysis as follow (Norusis, 2004, p.519);
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1) the observations are independent, 2 ) the relationship between two variables is

linear, 3) for each value of the independent variable, there is a normal distribution
of values of the dependent variable, and the 4) distributions have the same
variance.
These assumptions were tested and satisfied. Multicollinearity, explaining that
the independent variables are correlated with each other, was tested. When the tolerance
for each of the independent variables is close to one, variability of an independent
variable is less explained by the other independent variables (Norusis, 2004).

Table 13

Correlation Matrix (N=204)
Information
Use

Pearson
Correlation

Information Use

Information
Quality
Technology
Change
Market
Change
Note. *p<.05, ***p<.001

Information
Quality

Technology
Change

Market
Change

.33***

4g***

24***

.14*
.32***

Table 13 shows a correlation matrix. The first column shows the correlations of
the other variables with the information use. It showed that all of the independent
variables were significantly related with the information use. Among those variables,
information quality and information use were the most correlated with each other,
showing 0.489 of correlation. However, there were no high correlations among
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independent variables. It indicated that there might not be a problem with
multicollinearity.
The use of Internet-based marketing information accounts for 39.8% of the
variance for Internet-based information quality, technological change, and market
change. This variance is explained by the

of 0.398 in the regression model. The use

of Internet-based marketing information showed the F-ratio of 44.004 at the 0.00 level of
significance.

Table 14 Results of Regression Analvsis flSf=204)
p value
Standardized coefficient beta
t value
Information Quality
.000 ***
.409
7.216
.124
Technology Change
.038*
2.089
.000 ***
Market Change
.349
6.001
Vote. Dependent variable: Use of Internet-based marketing information (F=44.004, p
<.001, R^ =0.398); *p<.05, ***p<.001

The standardized coefficient beta values indicate the relative influence of the
independent variables and show that information quality has the greatest influence on
marketing information use, followed by market change, and then technological change.
The results of the regression analysis showed a positive relationship among the use of
Internet-based marketing information and information quality, technology change, and
market change. The details of the results are presented in Table 14.
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Findings of Study Results
Two interviews, exploratory faetor analysis and reliability tests were eonducted
to examine the validity and reliability of this study. For example, Chronbach’s alpha was
tested to examine the reliability of the eonstructs. A regression analysis was eonducted to
test three hypotheses. The first hypothesis predicted a positive relationship between
quality of Internet-based marketing information and the use of marketing information.
This hypothesis was supported by the data: |8=0.409, t=7.216,p<0.001. The result of
analysis indicated that marketing researchers in U.S. CVBs would use more reliable,
relevant, current, and accurate information for their emerging market research. This
result is consistent with the Low and Mohr (2001) study that showed the positive
relationship between information quality and the use of marketing information for
marketing communication productivity. This result is also consistent with the previous
research that showed the positive relationship between information use and quality
(Deshpande and Zaltman, 1982; Maltz and Kohli, 1996).
The second hypothesis predicted a positive relationship between perceived
technological change and the use of Internet-based marketing information. This
hypothesis was supported by the data: /3=0.124, f=2.089,/><0.05. The result of the
analysis showed that when there is a rapid change in technology, marketing researchers
use more information and are provided with additional opportunities. The third
hypothesis predicted a positive relationship between perceived visitors change and the
use of Internet-based marketing information. With the data: /8= 0.349, t=6.001, _p<0.001,
the third hypothesis was supported that marketing researchers in U.S. CVBs would use
more marketing information when visitors’ preferences change annually; that it is
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difficult to predict future target markets, and that visitors look for new services.
However, the Low and Mohr (2001) study, a theoretical foundation o f this study, showed
that only technological change was related significantly to the use of marketing
information for marketing communication productivity in terms of market turbulence.
In summary, the major objective of this study was to find out whether there is a
positive relationship among market turbulence, information quality, and Internet-based
information used by marketing researchers in U.S. CVBs in their decision making
process. Findings of this study show that the quality of Internet-based information,
technology change, and market change are positively associated with the use of Internetbased marketing information.

Discussion of Study Results
The Internet can be of use to promote certain destinations and to search for
information for a CVB’s marketing activities. This study examined the relationship
among the quality of Internet-based information, technological change, market change,
and the use o f Internet-based marketing information for emerging markets in U.S. CVBs.
Information use is important not only for organizational learning as well as the
competitive advantage (Huber, 1991). Thus, it is paramount to understand the factors
associated with the use of Internet-based marketing information. This study ranked the
important characteristics of marketing information on the Internet used by marketing
researchers in U.S. CVBs.
While previous research on Internet-based marketing information focused on
information search behaviors among different types of tourists (Luo, Feng, & Cai, 2004;
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Sigala, 2004; Letho, Kim, & Morrison, 2005), this research has its focus on factors
associated with the use o f Internet-based marketing information for emerging market
research utilized by marketing researchers in U.S. CVBs.
The results o f this study indicate that the use of Internet-based information is
associated with the quality o f Internet-based information. Managers who work within
U.S. CVBs confront tremendous amounts of information on the Internet and tend to
consider the quality of the information when evaluating or making decisions for their
emerging market research. Comments made by respondents below also indicate the
importance of information quality in the use of marketing information:
"A directory o f recognized, reputable sources would be helpful. ”
“The Internet is a valuable tool but one needs to be aware that not all the
information is reliable. I use the Internet fo r research from sources such as
‘Hotel-Online ‘Travel Advance and ‘TIA ’ where each source is providing an
abstract o f an article with links to the reliable source. ”

This study also found out that technological and market change is associated
positively with the use of Internet-based marketing information for emerging market
research. The result is understandable considering the nature of the tourism industry
where the focus of the industry is to satisfy or exceed customer expectations and where
the essential consideration is to keep pace with constantly changing external
environments for marketing research. The following respondents’ comments show that
technological and market changes influence the use of marketing information:
“It is vitally important that we know changes in our immediate area as w ell as
national market trends fo r target market. ”
“Visitors are looking fo r where wireless access is and what properties are smokefree, etc. ”
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“You have to evolve to p ro vid e basically the same information in a different
manner based on the visitors ’preferences (instead o f paper newsletter - provide
an electronic one) ”

Looking at the comments, a major concern might be budget issues when
marketing researchers search for information for emerging markets. Respondents’
comments are as follows:
“We do not have the budget capabilities to seriously look at marketing to
emerging markets specifically, so we do not use the internet fo r this type o f
research . ”
“We are in a sm all market and it is necessary to take into consideration and
make adjustments on spending fo r research. ”

In summary, this study contributes to research on Internet-based marketing
information use in U.S. CVBs. Ultimatley, the selected information use for evaluating or
making decisions for emerging market research will contribute to each CVBs strategic
goals. The findings of this study address factors associated with the use of Internet-based
marketing information when evaluating and making decisions for the emerging market
research in U.S. CVBs. This study shows that information quality, technological and
market change are associated positively with Internet-based information use for emerging
market research in U.S. CVBs.
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CHAPTER 5

CONCLUSIONS AND RECOMMENDATIONS
This chapter consists of three parts; 1) discussion and implications; 2)
limitations; and 3) recommendations for future study.

Discussion and Implications
Findings of this study show that marketing researchers in U.S. CVBs use more
information when the information is relevant, reliable, accurate, and timely. Marketing
researchers also use more information when they perceive that technological changes
rapidly and that visitors’ preferences are different from the past. Based on this study,
marketing researchers in U.S. CVBs can utilize these results in their research practice.
First, marketing researchers should update information frequently and search for relevant,
reliable, accurate, and current information based on research objectives They should also
use reputable sources such as a travel industry association website. It is important to
have reliable information for the decision making process. When marketing researchers
use information, they need to make sure whether the information is missing or irrelevant
to the research objective. It is also vital to access current information for marketing
research.
Second, marketing researchers should incorporate technology into the activities
of the CVB and properly train employees to utilize the technology with efficiency.
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Technology provides tremendous opportunities when dealing with visitors. Changes in
technology have modified the method of collecting marketing information and the way of
working within the organization. Technology has also affected marketing activities in
U.S. CVBs. One example is the development of website marketing rather than as
opposed to printed brochures.
Third, marketing researchers should update global, national, and regional market
trends; provide destination information based on the visitors’ needs and always listen to
visitors’ opinions in order to understand them. Visitors ask for different things based on
their background, culture, and purpose of their trips. When a CVB’s focus is on certain
target markets, it should consider visitors’ needs and attempt to meet their expectations.
If a CVB targets international travelers, it is imperative to have a proper interpretation
system and to provide services sensitive to their culture.
Results of this study are also important to companies that provide databases for
marketing researchers in U.S. CVBs. Based on the results of important characteristics of
marketing information, those companies should update their information frequently. A
problem marketing researchers should consider is whether their current marketing plans
are based on past or up-to-date information (Reich, 1997). External environments, such
as market trends and visitors’ preferences, vary as time passes. Therefore information
providers must be sure they present current information to marketing researchers.
Results of this study showed that being current is one of the most important marketing
information characteristics when searching for information.
Information providers should have clear presentation format on their websites.
When marketing researchers search for information on the Internet, they seek ease of
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navigation and well-organized websites. This result is evidenced not only during the
interviews, but also from results of the survey: the important characteristics of marketing
information.
Marketing researchers believe in the importance of reputable websites and that
companies must provide reputable of information. Information providers must make
certain that they provide relevant and accurate information to information users.
Marketing researchers must consider technological change in the tourism industry
and changes in visitors’ preference during their marketing research process. • Information
providers should update changes in technology, visitor, and market trends in order to
provide current and useful information to marketing researchers in U.S. CVBs.
The primary focus of this study was to determine the relationship among
information quality, technological and visitors change, and use of marketing information.
Based on the literature review, three determinant factors that were associated with the use
of marketing information were proposed. Regression analysis was examined to examine
three hypotheses. The results of the analysis showed that information quality, technology
change, and market change were associated with the use of marketing information. In
regard to managers in CVBs and information providers to marketing researchers, the
findings of this study provide guidelines for important factors associated with the use of
marketing information when evaluating or making marketing decisions. Marketing
researchers should make sure that information quality, technologieal change, and visitors
change is considered as well as market trends in evaluating or making decisions for
emerging markets.
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Limitations
There are limitations in this study. Since this study used a convenience sampling
method, it lacks generalizability. With the convenience sampling method, it is easier to
collect data, but the results cannot represent generalizability without bias. Respondents
were from three different departments: marketing, sales, and administration and three
different managerial positions: lower, middle, and senior management. Based on a
respondent’s work experience or the department’s work environment such as decision
style or group involvement, the result may be biased.
A CEO/President may not have an active involvement in procuring data, but may
rely on staff reports and analyses to make decisions. A total of 1,200 samples were
drawn from 600 different CVBs, so multiple respondents from the same CVB may
respond differently or similiary to the survey questionnaire. If respondents work in the
same CVB, they may have more common perspectives than respondents from different
CVBs. More variables might be needed to determine factors associated with the use of
Internet-based marketing information for emerging market research in U.S. CVBs.
However, this study only used two factors that are associated with the use of Internetbased marketing information. If more factors were used, the results would be more
concise in finding factors that affect the use of Internet-based marketing information.

Recommendations for Future Study
This study provided an introductory research into the use of Internet-based
marketing information perceived by marketing researchers of U.S. CVBs. Further
research may apply this study to a specific region or other countries to compare results to
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each region. Marketing researchers in Europe or Australia where tourism marketing
information system have been utilized effectively may have different perspectives. This
instrument can be examined with different time periods. The results of this year may
differ from those of next year based on market research trends.
A future study can include more variables associated with the Internet-based
marketing information use. The use of Internet-based marketing information can be
affected by additional variables such as task complexity and leadership characteristics
(Low & Mohr, 2001; Ashill & Jobber, 2002). A future study can be conducted to
evaluate other marketing activities in the use of Internet-based marketing information
than emerging market research that was evaluated in this study. Information use can also
be extended to evaluate other marketing activities, such as destination image
development or relationship management strategies with CVBs suppliers or visitors.
A future study can discover the most preferred website when marketing
researchers search for data for their marketing research by providing an entire list of
website sources and company names such as Travel Industry Association, Factiva, and
the Office of Travel and Tourism Industry websites. By doing so, a future study can
discover what website has the most influence to marketing researchers. It can also
discover what other websites are important to marketing researchers when searching for
data on the Internet. A future study can compare actual databases and determine the
strengths and weakness of each website.
In summary, this study examined the factors associated with the use of Internetbased marketing information for emerging market research in U.S. CVBs. In addition,
this study evidenced the importance of information quality and market turbulence when
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evaluating or making decisions for emerging market research. This study found the
relationship among the use of Internet-based information, information quality, and market
turbulence for emerging market research in U.S. CVBs. Research on Internet-based
marketing information use in U.S. CVB is still in the exploratory stages; thus, additional
research will be needed.
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APPENDIX

SURVEY QUESTIONNAIRE
Dear Marketing Professional:
I am a graduate student in Hotel Administration at the University of Nevada, Las Vegas
(UNLV). 1 am currently working on my thesis entitled “INFORMATION USE FOR
EMERGING M ARKET RESEARCH IN U.S. CONVENTION AND VISITORS BUREA US.“

The main purpose of this study is to examine the relationship among market
turbulence, information quality, and how CVB’s in the U.S. use marketing
information. For example, this study examines how external environmental factors,
such as customer and technological change, may impact the Internet-based
information usage during destination marketing research. In general, destination
marketing includes all CVB’s marketing activities that develop a sustainable competitive
advantage based on the strategic plans, such as market segmentation. In this survey,
questionnaires are used to find out about your practices when you search for
information on the Internet regarding the emerging markets to attract more
visitors. Your participation will provide guidance for marketing professionals when they
need to select information for their emerging market research.
I am asking for your assistance with a brief survey that will take approximately ten
minutes to complete. Your participation in this study is strictly voluntary and you may
withdraw from the survey at any time.
All information provided will be confidential and anonymous and will be collected for
academic purposes only. Questions concerning your rights as a participant in this study
may be addressed to the UNLV Office for the Protection of Research Subjects at 1-702895-2794. For more information, you can contact me at 1-702-544-4605 or
coolsj0602@gmail.com. You can also contact my advisor. Dr. Curtis Love at 1-702-8953334 or curtis.love@nevada.edu. with any concerns or questions.
Thank you very much for your participation.
Sincerely,

Seon Jeong Lee
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PART I: Qualification
1. Have you used the Internet to support your marketing research?
□ Yes
□ No

PART II: Internet-based Information Quality
Please indicate how you agree with each of the following statements when using the
Internet to conduct emerging market research. Using a 7-point scale with 1 being
“Strongly disagree” and 7 being “Strongly agree,” please select the appropriate
number for your rating, or X if you can not specifically evaluate the question.
Do
not
no.
know

INFORMATION QUALITY
1.

2.

3.

4.

5.

Marketing information on the Internet is
reliable to evaluate emerging market re
search.
Marketing information on the Internet is
relevant to my needs in assessing emer
ging market research.
Marketing information on the Internet is
very useful when assessing emerging
market research.
Timely marketing information on the In
temet is available when assessing emerg
ing market research.
Accurate marketing information on the
Internet is available when assessing eme
rging market research.

1

2

3

4

5

6

7

X

1

2

3

4

5

6

7

X

1

2

3

4

5

6

7

X

1

2

3

4

5

6

7

X

1

2

3

4

5

6

7

X
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PART III: Important Characteristics of Marketing Information on the Internet
Please indicate the importance of following items when using the Internet for
marketing research. Use a 7-point scale with 1 being “Not at all important” and 7
being “Very important,” please seleet the appropriate number for your rating, or X if
you can not specifically evaluate the question.
INFORMATION CHARACTERISTICS
1.
2.

3.
4.
5.
6.
7.
8.

The date of data collection ( e.g.,” Based on 19
90 US Census data.”)
Frequent update o f the website
Indication of the last update date
Sample characteristics in the data
Size of the sample
The details of methodology
Sample frame used for data collection
Funding from sponsors or advertisers for the re
....

9.

10.

11.
12 .
13.
14.
15.

..-1 .■m

Relationship between the data collector and the
author o f the information reported at the websi
te
Providing the author’s biographical informatio
n, including his/her position, institutional affili
ation, and address
Reputation of the website
Ease o f navigation
Clarity of presentation
Costs associated with access to the intellectual
content of the site
Type o f statistical techniques used for data ana
lysis

N ot at all
Important

Very
Im portant

Neutral

Z )o
not
K now

1

0

_)

A
4-

c
D

oA

7

X

1
1
1
1
1
1

2
2
2
2
2
2

3
3
3
3
3
3

4
4
4
4
4
4

5
5
5
5
5
5

6
6
6
6
6
6

7
7
7
7
7
7

X
X
X
X
X
X

1

2

3

4

5 6

7

X

4

5 6 7

1 2 3

X

1

2

3

4

5 6

7

X

1
1
1

2
2
2

3
3
3

4
4
4

5 6
5 6
5 6

7
7
7

X
X
X

1

2

3

4

5 6

7

X

1

2

3

4

5 6

7

X
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PART IV: M arket Turbulence
Please indicate how you agree with each of the following statements when using the
Internet to conduct emerging market research. Using a 7-point scale with 1 being
“Strongly disagree” and 7 being “Strongly agree,” please select the appropriate
number for your rating, or X if you ean not specifically evaluate the question.
a.

TECHNOLOGICAL
CHANGE

The technology in my industry
is changing rapidly.
2. Technology changes provide b
ig opportunities in my industry
1.

Strongly
Disagree

1

Strongly

Neutral

4

2

5

6

7

X

6

7

X

7

X

3. It is very difficult to forecast w
here the technology in my indu
stry will be in the next 2 to 3 y
ears.
b.
4.

5.
6.

7.

CUSTOMER CHANGE

Strongly
Disagree

Visitors’ preferences change e
ach year, such as flexibility or
customization in their travel a
rrangements.
It is difficult to predict future t
arget markets.
Visitors tend to look for new s
erviees from the CVB, such as
e-newsletters.
New visitors tend to need mor
e services than previous visito
rs.

Strongly
Agree

Neutral

Do
jvb;

Do
not
know

7

X

3

4

5

6

7

X

3

4

5

6

7

X

3

4

5

6

7

X
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PART V: Use of Marketing Information
Please indicate how you agree with eaeh of the following statements, considering the
most recent emerging market research project you conducted using the Internet.
Using a 7-point scale with 1 being “Strongly disagree” and 7 being “Strongly agree,’
please select the appropriate number for your rating, or X if you can not specifically
evaluate the question.
USE OF INFORMATION

2
know

1.

2.

3.

4.

5.

6.

Internet-based information was
integrated when developing m
arketing strategies for emergin
g market research.
I relied on Internet-based mark
eting information to make deci
sions for emerging market rese
arch.
I used information to solve spe
cific problems while conductin
g on emerging market research
Internet-based marketing infor
mation was used to evaluate e
merging market research.
The effectiveness o f emerging
Internet-based market research
was evaluated.
All marketing information sour
CCS found on the Internet were
considered in the decision mak
ing process.

X

X

X

1

2

1

2

i

7

3

3

4

4

q

5

5

4

6

s

7

6

7

6

X

X

7

56

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

X

PART VI: About Yourself
1. How long have you been working in the Convention and Visitors Bureau industry?
□ Less than 5 years
□ 5-10 years
□ 11-15 years
□ 16-20 years
□ More than 20 years
2. Your job position:
□ Senior Management
□ Lower Management
3. Your department:
□ Sales
□ Administration

□ Middle Management
□ Other:

□ Marketing
□ Other:

4. Your target market(s): Please check all target markets that apply to your organization.
□ Leisure travel
□ Business travel
□ Sports
□ Meetings/Convention
□ Festival/Speeial events
□ Other:____________________________
5. Please identify where you would first look for data that is to be used by your
management or customers when making destination marketing decisions. Rank your
preferred source, froml to 6 , with 1 being your most favorite to 6 being your least
favorite source.
Source of Information
Rank
Academic Journals
Trade Joumals/Magazines
Internet
Data Purchased from a Consulting Firm
Internal Research
Other (Please specify)
6 . Other comments:

Thank you for your time and help!!!
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